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Frames of Puzzles
• The frame problem proposes that it is impossible
to know all the potentially relevant facts and
determinants of a puzzle, given the
overwhelming number of possibilities and
combinations of variables.
• Our desire to achieve macro outcomes, ones that
involve changes among large numbers of people,
or in society as a whole, are driven by the micro
actions of individuals [the micro-macro problem].

SEARCHERS: You want to understand what the reality is for
people who experience a particular problem, find out what
they demand rather than only what can be supplied, and
discover things that work.
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Where Theory Can Make a
Difference
• What problem to tackle—
and how
• What the program
objectives should be
• Which priority audiences
to choose, and how to
characterize them

• What questions to ask in
formative research
• Which approaches may be
the best to use with specific
groups of people
• How to best promote
behaviors, messages,
products, and services

The Innovation Chasm

Source: Moore, G.A. Crossing The Chasm. Capstone Publishing, 1998.

Anesthesia And Surgery

Antiseptic Surgical Practices

Marketing the Adoption of New Practices
and Programs
 Is it compatible with our current
policies, procedures, and work
flow?
 What are the relative advantages
and risks of changing over?
 Are there opportunities to try it
without committing to it?
 Can other people, especially from
organizations like ours, explain it
to us in easily understandable
terms?

 How will it meet the agency’s and
my needs, solve a problem we
each may have, or help both of us
to realize our goals?
 Will it require shifting or finding
more resources to adopt and
sustain it?
 How can you help us minimize
the chances of failure?
 How will I counter our devil’s
advocates?

Features of the Innovation
 What makes this approach to
puzzle solving distinctive?
 What is essential to its success?
 What internal or external factors
play critical supporting roles in its
successful adoption by other
groups and organizations?

 What aspects of the program or
innovation could possibly be
changed without jeopardizing
impact?
 Will the core elements of the
program be equally effective in
different contexts?
 Are these elements easily
communicated and understood?
 Are these elements reliant on
specific or rare skills or
conditions?
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Designing Research

The Transtheoretical, or Stages of Change, Model
• The cons of changing outweigh the pros in the
Precontemplation stage.
• The pros surpass the cons in the middle stages.
• The pros outweigh the cons in the Action stage
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Compelling (it captures the user’s imagination)
Orienting (it helps users navigate the product
and the world)
Embedded (it becomes a part of users’ lives)
Generative (it unfolds, growing as users’ skills
increase)
Reverberating (it delights so much that users
tell other people about it)

Attributes of an Ideal
Experience

Critical Marketing

A synthesis of advocacy, social
mobilization & social marketing
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Rethinking Our Approach

Our offerings stem
from an empathy and
insight into people’s
view of the puzzle.
We help people meet
their needs, solve
their problems and
serve their dreams.

Honoring People

Value is co-created
and reverberates with
people we serve and
our stakeholders.

Radiating Value

All marketing is
providing service to
others. People view
our offerings as
useful, usable and
desirable. They are
effective, efficient and
distinctive.

Engaging Service

Our offerings seek to
improve people’s
daily lives and the
world around them.

Enhancing Experiences

Definitions
Social Marketing seeks to develop and integrate
marketing concepts with other approaches to influence
behaviors that benefit individuals and communities for
the greater social good (AASM, ESMA & iSMA, 2013).
Social Marketing develops and applies marketing concepts and techniques to
create value for individuals and society.
This is done through the integration of research, evidence-based practice and
social-behavioral theory together …
with the insight from individuals, influencers and stakeholders.
These inputs and perspectives are used to design more effective, efficient,
sustainable and equitable approaches to enhance social wellbeing.
The approach is one that encompasses all of the processes and outcomes that
influence and are associated with change among: individuals, organizations,
social networks and social norms, communities, businesses, markets, and
public policy [Lefebvre, 2013].

More Details

